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Thanks to a new program called
“The Real Deal,” certified archery
dealers, buyers and distributors may
find all of the archery industry’s best
deals in one secure area during the
2007 ATA Trade Show. That new pro-
gram and a major prize giveway pro-
gram detailed on the following pages
are aimed in part at reversing a
decline in show attendance by retail-
ers that was evident at the
2006 ATA Show in Atlanta.

The Real Deal will be a
restricted area that’s open only
to archery dealers, buyers and
distributors. Photo identifica-
tion and a 2007 ATA Show badge will
be required for admittance. Inside
its secure perimeter will be special,
show-only discount items from
manufacturers attending the show.
Each exhibitor will display one spe-
cial-deal item and determine its
pricing and terms. Dealers can
quick-shop The Real Deal aisles,
choose their special deals, and then
visit the manufacturers’ booths to
place their orders.

“This isn’t just another new-
product area,” said Denise Parker,
Trade Show director. “Every
exhibitor will have free space in The
Real Deal, and it’s up to them to put

out their best deal for the show. It
might be a close-out item, a specific
program unique to the show, or the
latest and greatest item with a spe-
cial introductory price tag. The
exhibitors dictate the terms and
conditions of their program.”

Parker credited the ATA Board of
Directors for creating The Real Deal.
“The Board members wanted to

consolidate all the BEST show deals
into one area, so dealers can walk in,
not get pressured, and determine for
themselves which exhibitors have
the best deals,” she said. “Once they
decide, they can visit the manufac-
turers’ booths and write their
orders.”

ATA Board member Randy
Phillips is owner of Archery
Headquarters in Chandler, Arizona
and chair of the ATA Dealer Council.
He said The Real Deal is a great
incentive for all dealers, buyers and
distributors to attend the show.

“We want each show to be so
exciting and packed with great busi-
ness opportunities that dealers can’t
afford to miss it,” Phillips said.
“Dealers like me never want to miss
something, but when we return
home from each show and add up
our costs we have to decide if we
made money or created just another
bill. Dealers will attend every time if
they know without doubt that it
costs their business far more to stay
home.”

Phillips believes archery-store
owners will view The Real Deal as a
moneymaker. “Dealers want a show
that’s going to generate big profits

and keep them in business for years
to come,” he said. “Exhibitors must
give us Show deals we can’t get any-
where else. Once you’re home, the
deal is over. You can’t call Monday
morning and say ‘Sign me up.’ Your
rep won’t be able to get it for you a
week later.”

Peter Gussie, president of
Midwest Cimmarron Archery in

Richmond, Ill., and vice-chair
of ATA Dealers’ Council, said
The Real Deal’s success hinges
on dealers and exhibitors alike.
“Dealers must show up, and
exhibitors must provide pro-

grams that dealers can’t afford to
miss,” Gussie said. 

John Larsen, owner of Bwana
Archery in St. Paul, Minnesota, vice-
chair of the ATA Dealers’ Council
and president of the archery buying
group ARRO, agreed. “This is an
effort to create a large program with
enough cost-effective incentives to
attract dealers who otherwise
wouldn’t attend,” Larsen said. “For
dealers, it’s important that they
quickly pay for their time and effort.
If they’re just walking around the
show to look and compare, it doesn’t
always make economic sense to
attend.”

The Real Deal area will be open 8
a.m. to 6 p.m. on Thursday and
Friday during the show, and 8 a.m.
until noon on Saturday. The ATA
Trade Show will be held from 9 a.m.
to 6 p.m. January 18-20, 2007 —
Thursday through Saturday — in
Atlanta at the Georgia World
Conference Center. To learn more
about it, and for exhibitor and
attendee registration, visit the ATA’s
website, www.archerytrade.org, and
hit the “Trade Show” tab. Or call
(866) 266-2776 and the ATA Staff will
answer all your questions.

2007 ATA Show To Offer “The Real Deal”

Mechanical or 
Composites Engineer Needed

Preferred candidate will possess at least
5 years experience in composites, and or
manufacturing engineering, and Solid
Works FEA. Must have archery industry
knowledge and a shooter’s steady aim.
Successful applicant will live and work
in one of the most desirable locations in
the western United States. Please send
cover letter and resume to:

ArrowTrade Engineer Ad
3479 409th Ave NW, Braham, MN 55006
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Attendees at the 2007 ATA Trade
Show in Atlanta will get a great
chance to win a new custom camo
4x4 truck, one of 10 ATVs, $30,000 in
cash, a guided bowhunt with an
industry celebrity, or one of another
100 prizes totaling more than
$500,000 to be raffled off during the
“Great ATA Giveaway” January 19 in
the Thomas Murphy Ballroom at the
Georgia World Congress Center.

“This will be an event unlike
anything we’ve seen before at the
ATA Trade Show,” said Denise Parker,
ATA Show director. “The ATA Board
wanted to create an exciting
fundraiser to support programs the
ATA develops and launches with
help from our many partners in the
states and local communities. The
Board wanted a fun, can’t-miss,
gotta-be-there evening for everyone
in the industry. This isn’t a sit-down
dinner with speeches and presenta-
tions. We’ll give away a great prize
nearly every minute for two hours,
and we’ll end while the night’s still
young by drawing for the custom
camo 4x4 truck.”

Nearly all prizes are donated,
which means the funds generated
will go directly to support archery
and bowhunting programs. ATA’s
work is coordinated through the
ArrowSport and the Bowhunting
Preservation Alliance foundations.
Its goals are to establish archery in
every community and ensure
archers always have places to shoot
and bowhunt. During the Great ATA
Giveaway, big-screen TVs will show
the many ATA programs underway
around the country so attendees can
see their money at work.

Each registered dealer shop at
the ATA Show will receive one free

entry ticket for the Dealer Dream
Hunt giveaways. General-entry tick-
ets cost $50. Both tickets go into sep-
arate door-prize drawings, and pro-
vide access to the ballroom where
attendees will find snacks, cash bars
and celebrity autograph areas. The
event ends at 8 p.m. with the grand-
prize drawing: a custom camo 4x4
truck. Please visit the ATA website,
www.archerytrade.org, to view the
complete prize list and official rules.

Among the 100 prizes are 11
Dealer Dream Hunts, which are fully
guided big-game hunts with
bowhunting celebrities like Will

Primos, Michael Waddell, Keith
Warren, Mark and Terry Drury, Phil
Phillips, Ralph and Vickie
Cianciarulo, Team Extreme, Jay
Gregory, Fred Eichler, Tim Hooey,
Byron Ferguson and Dale Morrel.

Parker said the Great ATA
Giveaway was conceived by the ATA
Board of Directors, especially new
board member Paul Vaicunas, vice
president of sales for Horton
Manufacturing Co. Inc. The Board
wants the trade show to be a desti-
nation in its own right for the entire
industry.

Vaicunas said the show has been

very successful, but not everyone
realizes its importance. “We need
the show to be a high-profile vehicle
to get the word out on what we’ve
done, what we’re doing, and what
we’ll do in the future for archery and
bowhunting,” Vaicunas said. “The
theme for the 2007 show is ‘Today is
All About Tomorrow.’ During the
Great ATA Giveaway on Friday night,
everyone will see ‘Tonight is specifi-
cally about Tomorrow.’ Everyone will
have fun while raising a lot of money
for our cause. At the same time, we
know some dealers are on the fence
about attending. This might be the
carrot that gets them to the show.
They can’t win anything or get the
industry’s best discounts if they stay
home.”

Todd Vaaler, director of opera-
tions for Gateway Feathers and vice-
chair of the ATA Board, said the
Board is solidly behind the Great
ATA Giveaway because the ATA
Trade Show isn’t just any show. “This
is the industry’s premier event,”
Vaaler said. “What other show has a
raffle where dealers have a realistic
chance of going home with a prize
so valuable they instantly improved
their bottom line? We wanted to cre-
ate a good-value event where every-
one can have fun and unwind after
two days on the floor.”

Bruce Hudalla of Hudalla
Associates Inc., an ATA Board mem-
ber and chair of the ATA Sales
Representative Committee, said the
show needed a recharge and the
Great Giveaway should help. “We
rededicated ourselves to the show
and to try fresh concepts,” Hudalla
said. “I love the ATA show and I’ll
never miss it, but I have never been
more excited about a show than I am

22

Great ATA Giveaway Will Be Used To Boost
Show Attendance, Raise Industry Funds
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this year. It’s like bowhunting. If you
hunt the same tree stand every day,
you get bored. That’s why we need-
ed to find ways to re-energize deal-
ers and buyers.”

Laverne Woock, president and
CEO of Delta Industries and chair of
the ATA Board, said the Great ATA
Giveaway is a logical addition to the
show, making it more worthwhile
for dealers. “The dynamics of every
business change, and the ATA Show
is no different,” Woock said. “We
can’t do the same thing every year
and expect the show to take care of
itself. This is a natural progression,
and we believe the show has a great
future. When we see a shortcoming,
we’ll be flexible and address it, and
not do something just because it’s
always been done a certain way.”

Parker said ATA staff members
have been impressed by the great
response from manufacturers, out-
fitters and TV hosts. “They under-
stand the importance of ATA’s non-
profit foundations and our aggres-
sive efforts to grow archery and
bowhunting,” she said. “They want
to help. Based on this year’s
response, the Giveaway will be even
bigger in 2008. We’re confident it
will be a huge success and become a
highlight of all future trade shows.”

The ATA Trade Show will be held
January  18-20, 2007 in Atlanta at
the Georgia World Conference
Center. To learn more about the
show, exhibitor and attendee regis-
tration, and more details and offi-
cial rules of the ATA Great Giveaway,
you can visit the ATA’s website,
www.archerytrade.org, and hit the
“Trade Show” tab. Or call the ATA at
(866) 266-2776 

Circle 167 on Response Card

“The Great ATA Giveaway” will be an exciting, fast-
paced event on Friday night soon after the trade
show floor closes for the day. This giant raffle offers
a realistic chance to win one of 100 top-shelf prizes
like this Polaris ATV, which was given away at the
2006 show to John Laubscher of AJ’s Archery in
Cazenovia, New York. John was joined by his
daughter, Allison, and grandson, Wyatt. Presenting
the ATV to Laubscher were Board member Peter
Gussie of Midwest Cimmarron Archery, left; ATA
CEO and president Jay McAninch; and Board mem-
ber Pete Shepley of PSE. Great Giveaway partici-
pants will enter to win a truck, $10,000 in cash,
dream hunts, and much more. Prizes will be given
away nearly every minute for two hours.
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Escalade Sports has hired two
industry veterans from PSE to head
up new product development and to
manage the growing accessory line
from the Bear Archery division locat-
ed in Gainesville, Florida.

Following the recent announce-
ment of their acquisition of Carolina
Archery Products (CAP), Escalade
Sports recently announced Mark
Wenberg has become the new
Product Manager for Archery
Accessories.  

Prior to Escalade Sports,
Wenberg was Product Manager for
Precision Shooting Equipment in
Tuscon, Arizona, where he was
responsible for Carbon Force Arrow

and Top Gun Archery Accessories. At
Escalade, Wenberg will be responsi-
ble for Accessory Product
Development and essentially grow-
ing Escalade’s archery accessory
business. 

Jim Allshouse, President of
Escalade Sports commented that,
“We believe that Wenberg will be a
great asset to our Bear Archery team
because of his extensive experience
in every aspect of archery acces-
sories, including concept design,
prototypes, packaging, advertising,
and sales.” 

At the same time Wenberg’s hir-
ing was announced, Escalade Sports
named Darik Bollig as the new
Manager of Product Development
for Bear Archery.

Bollig was most recently a
Product Development Engineer for
Precision Shooting Equipment,
where he helped to fabricate and
refine new technologies in the
archery industry. His new role at
Escalade Sports involves managing

all design engi-
neers and over-
seeing the
development
of new bows
and related
products for
Bear Archery. 

E s c a l a d e
S p o r t s
P r e s i d e n t
Allshouse com-
mented that,
“Bollig’s experi-
ence and focus
on quality, reliability, and innovation
plus his passion for the great out-
doors will make him a huge asset to
the Bear Archery Team.” 

Headquarterd in Evansville,
Indiana, Escalade Sports manufac-
tures and distributes a full-line of
sporting goods products including
table tennis, billiards, basketball sys-
tems, playground systems, game
tables, archery, darting, and fitness
products. 

Bear Archery Gains PSE Veterans

Pete Rickard - Contact us for our
new 2006 product catalog. It includes
our Original Indian Buck Lure, Love
Potion No. 9, and our many other
hunting scents and lures. Plus you’ll
find Scotch Game Calls and Game
Gear, Dog Training Scents and
Accessories. Reach us at (518) 234-
2731 or email rickard@telenet.net.You
may circle 102 on the Response Card
or go to www.peterickard.com

Darik Bollig

Pape’s is promoting a dealer
trade show for March 30 through
April 1, 2007 in Louisville, Kentucky
at the Kentucky International
Convention Center.

Pape's Inc. is a leading world-
wide distributor of archery equip-
ment, muzzleloading, paintball,
camping, air guns and ATV acces-
sories. Founded in 1945, Pape's has
over 1 million cubic feet of ware-
house space at its headquarters at
250 Terry Blvd., Louisville. The auto-
mated warehouse system used by
Pape’s allows most orders to be
shipped the same day they are
received. The company’s thick annu-
al catalog is considered an impor-

tant reference source by the indus-
try.

To help attract current and new
Pape’s customers to its new trade
show, Pape’s is offering a free
Saturday night dinner and a free
breakfast each morning of the show.
There will be show specials from
Pape’s many vendors, as well as
close-out items at what the distribu-
tor calls “rock bottom prices.”

Drawings will be held to win an
ATV, an exclusive whitetail hunt in
the Midwest, as well as whitetail and
turkey hunts on the Pape farm.

Get more information about
exhibiting at or attending the Pape’s
Dealer Show at (800) 727-3462.

Pape’s Sets Dealer Show

Circle 60 on Response Card for Ram Outfitters
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BowTech broke ground June 15
on a $2.5 million expansion to its
headquarters near Eugene, Oregon
that is expected to be completed in
two phases by mid-November. The
first phase will create a 15,000
square foot addition to BowTech’s
manufacturing building, designed
to house new horizontal machining
centers valued at just under $2 mil-
lion. This considerable investment
in space and state-of-the-art equip-
ment should give BowTech
improved control over the produc-
tion of risers and components that
have up to now been produced by
outside vendors. The last expansion
of that facility was when BowTech
brought the film-dip operations in-
house with the addition of the
WaterDog Surface Technologies
division in December of 2003.

“The ability to mill our
machined components in-house
will have an immediate positive
impact,” said CEO and President
John Strasheim. “This will enable us
to operate more effectively and
more efficiently, and better respond
to the needs of our dealers even as
demand for our products increases.”

Phase Two for BowTech’s expan-
sion will include a 9,500 square foot

addition to the factory Pro Shop. In
addition to 3,800 square feet of
remodeled retail space, the new Pro
Shop will feature a TechnoHunt dig-
ital interactive archery simulator.
There will also be a meeting/train-
ing center for future BowTech Dealer
University events, local archery club
meetings and hunter safety semi-
nars. The enhanced BowTech
Factory Pro Shop will feature a 30-
yard indoor range with automatic
pop-up and retractable 3D targets,

as well as a second story loft for ele-
vated shooting.

“This expansion moves us closer
to our goal of creating an outdoor
enthusiast destination, a place
where dealers can share our market-
ing vision and visitors can test and
purchase the latest archery technol-
ogy,” said Strasheim.

To learn more about the compa-
ny and its BowTech bows featuring
the Binary Cam System, you can call
the firm at (541) 284-4711.
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BowTech Has Major Expansion Underway

One of the new machining cen-
ters is brought into the
BowTech plant (above.) At left,
this photo from ArrowTrade’s
January, 2004 Cover Story
shows the exterior of the head-
quarters along Hwy. 99 N. with
the Factory Pro Shop at right.

One of the new machining cen-
ters is brought into the
BowTech plant (above.) At left,
this photo from ArrowTrade’s
January, 2004 Cover Story
shows the exterior of the head-
quarters along Hwy. 99 N. with
the Factory Pro Shop at right.

Circle 44 on Response Card

Sept06AT024-031.qxp  8/8/2006  6:56 AM  Page 26



27

The Archery Hall of Fame and
Museum has announced the elec-
tion of Rollin A. Bohning by a group
of electors that included ArrowTrade
Editor/Publisher Tim Dehn.

Mr. Bohning will be inducted
posthumously into the Archery Hall
of Fame in September, 2006, in
Springfield, Missouri. His daughter,
Martha Johnson of Lake City,
Michigan, will accept his Hall of
Fame plaque.

The press release announcing
Mr. Bohning’s honor pays tribute to
his accomplishments both inside
and outside the archery industry.
“When one thinks of the arrow, three
men revolutionized its development
during the last half of the 20th cen-
tury: Doug Easton, Henry
Bitzenberger and Rollin Bohning. A
chemical engineer by profession
and a bowhunter by avocation,
Bohning utilized an adhesive he
developed for the auto industry to
attach metal points to wood shafts.
He called this arrow adhesive Ferr-L-
Tite, which gave birth to the
Bohning Company in 1946 in
Detroit, Michigan.

“In 1948 Doug Easton, a close
friend of Bohning’s, asked if he could
develop a fletching adhesive that
would work with aluminum shafts. A
new fletching adhesive was born
and named Fletch-Tite. That same
year, he also developed Tex-Tite, a
bowstring wax.

“His challenge in 1958 was to
develop a lacquer that would rely on
adhesion through electro-chemical
bond to seal aluminum shafts. The
first step was to reformulate Fletch-
Tite and develop a new lacquer. With
that creation, Fletch-Lac finishes
were born.

“In the early 70’s, Bohning
decided to semi-retire but, like any
true pioneer, his creative intellect
constantly led him to new areas of
discovery. Among other things, he
developed a process to decrease the
time required for bread to rise; a
high-lysine corn able to grow in
extremely arid conditions, which

helped combat world hunger in the
drought-stricken areas of Africa; and
perfected the raising of orchids from
seed. Perhaps one of his most
important developments was an
outgrowth of his knowledge of
chemistry and health sciences,
when he developed a non-medical
dietary method to control diabetes.
At one time the Mayo Clinic of
Rochester, Minnesota used his
dietary method in place of painful
and costly injections.

“Bohning passed away in 1991 at
the age of 83. The Bohning Company
continues his legacy with a memori-
al scholarship to inspire young sci-
entists. To date, the scholarship pro-
gram for immediate family mem-

bers of cur-
rent Bohning
e m p l o y e e s
has helped 14
young men
and women in
their educa-
tional pur-
suits.

“ O n c e
R o l l i n
Bohning per-
fected or
i m p r o v e d
something, he moved quickly to the
next exciting challenge. He exempli-
fied honesty, integrity, dedication
and concern for his fellow man. It is
especially noteworthy that the
Archery Hall of Fame is inducting
Rolling Bohning in the 69th anniver-
sary year of the founding of the com-
pany that bears his name, Bohning
Company, Ltd.”

Rollin Bohning Enters Hall of Fame

Bohning continues to make the Tex-Tite Rollin
Bohning developed, but also offers a synthetic-
based Seal-Tite and the newer Xccelerator Wax 

Rollin Bohning

Circle 214 on Response Card
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Excalibur Crossbow was honored earlier this year by
the Kitchener Waterloo Chamber of Commerce in
Kitchener, Ontario at the group’s annual Business
Excellence Awards ceremony, where the veteran archery
manufacturer received the prestigious “Excellence in
Innovation” award.

This award is given each year to honor the Kitchener
Waterloo Chamber of Commerce member who has
shown themself to be outstanding in the category of
innovation and in applying that innovation to the growth
and economic well being of the community.

Bill Troubridge wasn’t satisfied with the crossbows
on the market when he began hunting with them more
than 25 years ago, and figured out how to dramatically
improve the trigger action. Soon other hunters were
bringing him their crossbows to be upgraded, and he
decided to build a few of his own design.  Excalibur
Crossbow began doing business in 1983, working out of

a converted pig barn in rural Ontario on the outskirts of
Kitchener.  

Back then Bill and Kath Troubridge struggled to pro-
vide the finest quality products and service to their cus-
tomers. When they had difficulty guaranteeing the limbs
they were getting from a vendor, they worked with a
fiberglass company and came up with a new process that
enabled them to mass produce reliable, high perfor-
mance crossbow limbs. As time passed and most manu-
facturers developed compound models, Excalibur
became known for providing a fresh and innovative out-
look into crossbow design as the only major manufac-
turer to specialize in recurve crossbows. The design
choice has allowed Excalibur to come up with multiple
models that vary primarily in the length of the barrel and
how far the limbs are being draw back to produce differ-
ent peak weights and different power strokes.

Troubridge comments, “When we first began
Excalibur, people would ask us when we were going to
stop fooling around and get a real job.  Twenty-three
years later we have over 30 employees and a new plant in
Kitchener, and we are still fooling around and we still
don’t have real jobs.”   Troubridge went on to say
“Winning an award like this is a team effort and the hon-
ors really belong to Excalibur’s suppliers, Excalibur’s cus-
tomers, and most of all Excalibur’s employees, whose
hard work and loyalty have made winning this award
possible.”

Excalibur Crossbow Wins Innovation Award

Vice President Kathy Troubridge  and President Bill Troubridge are
shown with the Chamber’s Peter Hall of CB Richard Harris (center)
at the awards ceremony.

Circle 21 on Response Card
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The 2007 schedule of the five
popular Deer & Turkey Expo public
hunting and shooting sports shows
has been announced by Target
Communications Corporation. The
shows will be in Michigan, Illinois,
Minnesota, Ohio and Wisconsin.
Here are the show dates and, in
parenthesis, the number of times
that event will have been produced:

February 9-11, Michigan Deer &
Turkey Spectacular (21st) at the
Lansing Center, Lansing, Michigan.

February 23-25, Illinois Deer &
Turkey Classic (17th) at the
Interstate Center, Bloomington,
Illinois.

March 9-11, Minnesota Deer &
Turkey Expo (2nd) at the Four
Seasons Centre within the Steel
County Fairgrounds, Owatonna,
Minnesota.

March 16-18, Ohio Deer &
Turkey Expo (15th) at the Bricker
Building, Ohio Expo Center (at State
Fairgrounds), Columbus, Ohio.

March 30-April 1, Wisconsin
Deer & Turkey Expo (23rd), at the
Alliant Energy Center, Madison,
Wisconsin.

Hours for each expo are 2 to 9
p.m. Friday, 9 a.m. to 7 p.m. Saturday
and 9 a.m. to 4 p.m. Sunday, with the
Sunday closing time one hour earlier
than previous years.

A series of seminars and a
demonstration area on food plot
development and management will
be a new feature at all 2007 expos.
Each expo also will have an optics
hands-on viewing area, a new prod-
ucts display area, and a big game
contest/display that attracts
between 100 to 600 trophies,
depending on the location. There
will be hands on shooting opportu-
nities using airguns, laser-equipped
firearms, and bows. The archery
component includes a bow tryout
area to serve those interested in
exhibited bows, and a youth instruc-
tional archery range staffed by
instructors from the National
Archery in Schools Program.

Byron Ferguson, a trick shot
artist with traditional archery equip-

ment, will perform Saturday and
Sunday at all five events.  There are
live wild animal displays, photo con-
tests and a Outdoor Village of natur-
al history displays. The different
venues are expected to attract
between 200 and 550 exhibitors.

“We offer clean, quality, well-
focused expos with first class
exhibitors, first-class seminars and

plenty of activities for the entire fam-
ily to enjoy,” said Expo producer
Glenn Helgeland, president of Target
Communications Corporation. 

Get more information on
exhibiting by contacting Target
Communications at 7626 W. Donges
Bay Rd., Mequon, WI 53097, by
phoning (800) 324-3337 or by visiting
the web site at www.deerinfo.com.

Deer & Turkey Expo Schedule Announced

Circle 47 on Response Card

THE WORLD’S 
 FASTEST CROSSBOWS
Our crossbows produce up to a Our crossbows produce up to a

   blazing 350+FPS!blazing 350+FPS!

THE WORLD’S 
 MOST ACCURATE  CROSSBOWS
Excalibur has won virtually every Excalibur has won virtually every
North American championship North American championship
for decades.for decades.
THE WORLD’S 
 MOST RELIABLE CROSSBOWS
Our durable recurve limbs and Our durable recurve limbs and
precision machined construction precision machined construction

    deliver decades of trouble deliver decades of trouble
     free performance.free performance.
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TenPoint Crossbow Technol-
ogies has named Chuck Jordan as its
Director of Business Development, a
new position for the Suffield, Ohio
based manufacturer.

Jordan will report to Rick
Bednar, TenPoint’s Chief Operating
Officer, and will be based in
Hastings, Michigan.  As Director of
Business Development, Jordan will
have wide ranging responsibilities,
which, among other things, will
involve vendor and customer rela-
tions, sales representative develop-
ment, market expansion, and prod-
uct development.

“Because of his vast experience,
there are not many people in the
archery industry who do not know
and respect Chuck.”  Bednar said.
“He not only had a highly successful
career as a competitive shooter
going all the way back to the 50’s at
age 12, but he has earned his living
in this industry since 1974.”

In 1960, at age 18, Jordan

launched his sponsored shooting
career during which he represented
such companies as Ben Pearson,
Colt Firearms, Bear Archery, Wing
Archery Black Widow, Shakespeare
and ultimately ProLine Archery.  He
joined the Professional Archery
Association in 1965 and ranked as
one of the top shooters in the nation
over the next nine years.

In 1974, Jordan moved to
Michigan as Assistant General
Manager with ProLine, a sight man-
ufacturer.  He became General
Manager in 1976 when it began mak-
ing bows.  After leaving ProLine in
1989, he has worked for Darton
Archery, co-founded the Midwest
Marketing rep group, formed Fletch-
co, his own arrow-fletching business;
and, for the last seven years has
served as the National Sales
Manager at Bohning Archery.

“In addition to all of his direct

industry experience, Chuck also
served the past seven years on the
Archery Trade Association,
Bowhunting Preservation Alliance,
and Arrow Sport boards of directors.”
Bednar said. “He brings many skills
to the table for us, and we look for-
ward to his contributions.”  

New NASP Coordinators In Place

Chuck Jordan Named To New TenPoint Position

The National Archery in the
Schools Program continues to grow
with approximately 2,000 participat-
ing schools in 37 states. Kansas and
Nevada were added earlier this sum-
mer. More than 500,000 children
have participated in the NASP pro-
gram in their schools thus far. The
plan is to have NASP implemented
in all 50 states by 2007. NASP has
also reached Australia and Mexico.

A successful program such as
NASP requires good talent to make it
grow.  The following people have
recently been named state NASP
coordinators:

Arizona Game & Fish has hired
NASP Coordinator, Denise Raum.
Denise was formerly the Pennsylvania
NASP coordinator.

Michigan DNR has recently hired
NASP Coordinator, Mary Emmons.

In Iowa, departing NASP
Coordinator, Laverne Woock, will be
replaced with new volunteer coordi-
nator, John Carlson.  

Minnesota DNR has added Kraig
Kriger as NASP Coordinator in that
state.

Maine DNR made its state the
37th, joining the NASP family on May
20, 2006. Emily Jones is the Maine
NASP Coordinator.

Kansas Department of Wildlife &
Parks has hired Tracy Jonas to be the
coordinator of its NASP program
which launches June 5, 2006.

For more information regarding
the National Archery in the Schools
Program, contact Jon Gauthier at 608-
269-0832 ext. 205 or jgauthier@gene-
sisbow.com.  The National Website is
at www.archeryintheschools.org

Chuck Jordan

Circle 177 on Response Card
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As part of the ongoing corporate
evolution, Mossy Oak is pleased to
announce that Butch English will
assume a new role as Executive Vice
President of Sales and Marketing.
This move is intended to streamline
Mossy Oak’s efforts as well as to pro-
mote more effective inter-depart-
mental collaboration.

“As we move forward with the
evolution of Mossy Oak, we look
closely at the most effective business
models in our industry and in oth-
ers,” said Toxey Haas, founder and
CEO of Mossy Oak. “We then strive to
incorporate the best practices we
can find into making Mossy Oak
even more successful.  By combining
our sales and marketing depart-
ments under the leadership of some-
one with Butch’s experience, we
anticipate much improved align-
ment in our efforts and the ability to
better serve our partners. It should
be obvious to all our friends and
partners in the industry that Mossy
Oak is serious about investing in our
future.” 

English said, “I am extremely
excited to combine the abilities of
two very strong teams, and expect
Mossy Oak to move forward at an
unprecedented pace.”

English joined Mossy Oak as
Executive Vice President of Sales and
Licensing in October 2005 after sev-
eral years with Microsoft Corp. Prior
to Microsoft, English spent 13 years
at Digital Equipment Corp., in a vari-
ety of sales, management, and tech-
nical roles. He received his Bachelor
of Science Degree in Technical
Management from Regis University
and has participated in some of the
top management and marketing
training available in the corporate
world today.

English is a lifelong outdoors-
man born and raised in Missouri.  He
has lived in Colorado for the past 10
years with his wife Kim and two chil-
dren, Dustin and Megan.

CFO Becomes CEO
Randy Russell assumed the role

of Chief Operating Officer effective
July 1, 2006, in addition to his previ-

ous position as Chief Financial
Officer.  

Russell will be responsible for
the operations of all Haas Outdoors
revenue generating divisions and
administrative support depart-
ments.  “Today, we are clearly and
honestly at the most exciting period
in our company’s 20 plus year histo-

ry, as Randy’s promotion signifies,”
said Toxey Haas, founder and CEO of
Mossy Oak.  “Randy possesses the
talent, leadership, and heart to play
this vital role necessary for our suc-
cess going forward.   His experience
is very broad, with expertise in
accounting, technology, manage-
ment, professional services, finance,
and sales.  We look forward with
more optimism than ever in the
months and years to come.”

Russell joined the Mossy Oak
management team as CFO in April,
2005.  Prior to that, he served on the
executive staff and was Senior Vice
President of Professional Services at
ePartners, then the largest Microsoft
Business Solutions consultancy in
the world.   He also adds to his list of
successes, founder and CEO of 121
Micro, a twelve year consulting and
business infrastructure company, as
well as, working with Horne CPA
Group focusing on corporate audit
and tax.

Mossy Oak Expands Executives’ Roles

Circle 10 on Response Card

Butch English
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The tree stand division of Lone
Wolf, Inc. has officially found a new
home in Peoria, Illinois.  On Thursday,
July 17, Andrae D’Acquisto, President
of Lone Wolf Inc., entered into an
agreement with Illinois-based, Oak
Leaf Outdoors, to sell the intellectual
property rights to the company’s line
of innovative cast aluminum tree
stands.  In addition to the intellectual
properties, Oak Leaf Outdoors has
also purchased the license to manu-
facture the tree stands under the Lone
Wolf brand.  Andrae D’Acquisto will
maintain ownership of the Lone Wolf
brand, under which he plans to devel-
op products outside the tree stand
category.

“I’ve been approached in the past
by families, individuals and other
companies in the industry interested
in purchasing Lone Wolf Tree Stands,
but I never found the right fit,” said
D’Acquisto.  “And then, finally, I found
a group with the same passion for the
product that I have.  It’s a perfect situ-
ation.

“The tree stands have grown so
popular over the years, the huge
growth has almost become too much
for our family-run business.  It was
time to find someone with the horse-
power to take it further,” said
D’Acquisto.

Under the new agreement,
D’Acquisto will maintain involve-
ment with new product development

for Oak Leaf Outdoors.
“There’s absolutely no plan to

change what works,” said Jared
Schlipf, President of Oak Leaf
Outdoors.  “The quality and integrity
of the Lone Wolf tree stand products
will definitely stay intact.  Our inten-
tions are to take this successful busi-
ness to the next level, in a big way.  

“We’ll focus on building available
inventory to much higher levels,
increasing sales efforts nationally, and
devoting more manpower to cus-
tomer service,” said Schlipf.  “We also
plan on expanding the marketing and
promotional efforts to help increase
product awareness, including our
role as the title sponsor of the
Whitetail Addictions TV program.

“But, most of all, we’re looking
forward to working with Andrae to
develop new Lone Wolf Tree Stand
products which you can count on
seeing at the 2007 SHOT and ATA
shows,” said Schlipf.

Mike Walston, an industry veter-
an, has been brought on as the C.O.O.
of Oak Leaf Outdoors. Walston will be
making it a priority to develop new,
more aggressive pricing programs for
retail customers in 2007.

“Retailers will definitely notice an
increased presence at the trade shows
this season, both ATA and SHOT,” said
Walston. 

36

Lone Wolf Tree Stands Has New Owners

Left to right are shown Jared Schlipf (Co-owner/President), Jeff Weaver (Co-owner),
Mike Wolston (C.O.O), and Andrae D'Acquisto (Product Development). Below right, the
unique cast aluminum base on the Alpha Assault is visible in this photo.
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Precision Shooting Equipment,
Inc. announced in late July its acqui-
sition of the Vibracheck product line
from R&R Enterprises, Inc.
Vibracheck has been a leader in
vibration and recoil reduction in
archery equipment for 14 years.
Most recently, Vibracheck has been
applauded for pioneering the use of
soft polymer gels in bow stabilizers
for all types of archery. The propri-
etary VibraSORBgel is used to manu-
facture the Isolator and Omega line
of stabilizers. 

“One of the secrets of our suc-
cess”, says Ron Gilley, creator of
Vibracheck, “is the fact that we pas-
sionately pursue bowhunting and
archery, and we employ people who
share that same passion. We under-
stand our customer and his or her
needs because we’ve shared many of
the same experiences in our pur-
suits.  When the customer realizes
that you understand him, that
builds trust.”  

This philosophy is shared by
Pete Shepley, President and Owner
of Precision Shooting Equipment,
Inc.  “We have been doing business
with Vibracheck since 1994,” said
Pete Shepley, “and are excited to
have them as a permanent part of
the PSE family.”  

The acquisition of Vibracheck by
Precision Shooting Equipment, Inc.
is beneficial for archers all over the

world, a company spokesman
claimed. “Due to PSE’s vast manu-
facturing facilities, Vibracheck cus-
tomers can expect the highest quali-
ty and fastest delivery times ever.
PSE’s engineering staff, backed by 35
years of archery manufacturing
experience, will insure that cus-
tomers can expect new, innovative
Vibracheck products more often
than ever before.  With these innova-
tions now available directly on PSE’s
already great bows, the customer
will be the big winner.”

The acquisition does bring some
changes.  Vibracheck will be moving
permanently to the PSE Archery
facility in Tucson, Arizona.  The
Vibracheck line will now be pro-
duced alongside PSE bows and
accessories.  The Vibracheck phone
number of (877) 720-6535 is no
longer available.  Vibracheck cus-
tomers and dealers can reach PSE
Archery Customer Service
Department at (520) 884-9065.  The
Vibracheck website will remain
active and is available for review at
www.vibracheck.com

PSE Buys Vibracheck Line

YOU CHOOSE
A 1oz. bottle of messy liquid scent or
a 10oz. container of  hassle-free
granular 24Seven™

THINK ABOUT IT
• Early Buck (An AALLLL SSEEAASSOONN proven combination of

premium deer scents and glands)
• Doe Estrus (Our hottest seller. Just ask the deer)
• Dominant Buck (A killer big buck territorial scent)
• Unscented (Add 1/2 oz, of any liquid scent to

24Seven™ Scent Enhancer™ to make 10oz's of
Supercharged Granular Scent)

222 S. Clay St. Suite #101
Zelienople, PA 16063
888.648.3718

www.24sevenscents.com
Circle 74 on Response Card

Stacy Randall joined the sales team effec-
tive June 26 as National Sales Manager.
Randall comes to Bohning with 17 years of
experience in sales and customer service as a
Senior Account Executive for Con-Way freight.
Her and husband Bill, an avid outdoorsman
and bowhunter, both love the outdoors.

“She brings with her a wealth of sales and
marketing experience, as well as excellent
communications skills. And with time, we’ll
have her punching holes in more than just
paper targets,” says Dale Voice, Vice President of Sales and Marketing for the
Bohning Company.

“I am very excited about this new opportunity in an entirely new indus-
try, and am working hard to learn everything I can about archery and the
archery industry as a whole,” says Randall.

Bohning Names Sales Manager
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Flambeau, Inc., announced the
mid-July acquisition of the Lohman
M.A.D. Group product lines from
Kolpin Outdoors, Inc. The purchase
includes the products, brands, inven-
tory, and equipment of the Lohman
M.A.D. Group, as well as the manufac-
turing facility in Neosho, Missouri.

The Lohman, Circe, and Big River
brands offer game calls in the turkey,
deer, predator, and waterfowl cate-
gories. “These brands combined with
the innovative line of M.A.D. game
calls and hunting accessories provide
Flambeau with the most complete
line of game calls covering both tradi-
tional calls and leading edge game-
attracting devices,” a Flambeau

spokesman said.  “With the addition
of the Feather Flex decoy line,
Flambeau has the leadership position
in both hard and soft decoy products.
The Kenco line of game feeders com-
pletes the line-up of game-attracting
products in the continually-growing
Flambeau Outdoors product line.”

Dwayne Pfenninger, National
Sales & Marketing Manager for
Flambeau Outdoors applauded the
acquisition saying, “It’s a real positive
acquisition for us.  It allows us to enter
the predator decoy business with an
already established marketplace, and
accentuates our game call line.  These
are just good brand names and a good
fit for us.  We now have a large line of

quality products for buyers and con-
sumers to choose from.  This offers
them more choice from Flambeau
Outdoors for all their hunting needs.”

Regarding the purchase, Jason
Sauey, President of Flambeau said,
“We will be integrating these brands
and lines into the fold of the
Flambeau Outdoors product division
over the course of the next few
months.  The Lohman M.A.D. Group
products are a good fit with
Flambeau’s leading line of decoys, gun
cases and hunting accessories.  Our
aim is to create a collection of top-
quality, branded decoys and hunting
accessories that are leaders in each of
their respective categories.”

Lohman & M.A.D. Brands Sold by Kolpin

Circle 111 on Response Card

Bear Enthusiast Marketing Group has added a
senior account manager and a production manag-
er at its Westlake Village, California headquarters. 

John Bedlion brings more than 20 years of
related marketing experience in the outdoor and
sporting goods industries to his new position as
Senior Account Manager. Bedlion, who enjoys
hunting and birding, has held top marketing and
sales management positions with optics firms
Minox, Fujinon and Docter Optics. “I’ve known
and have worked with Agency President Bruce
Bear for 15 years,” said Bedlion. “So in many
ways, working here is like coming home again. As
an in-house marketing manager, I learned the importance of partnering
with an agency that truly understands your business. Bear’s knowledge of the
outdoor enthusiast market and track record of success is indeed a rare com-

bination, and a valuable asset to current and
future clients.”

As the agency’s new production manager,
Jennifer Rhymes is responsible for managing the
flow of a wide range of creative marketing materi-
als, including print ads, brochures, catalogs, pro-
motional videos, TV commercials and website
development. Rhymes holds both Bachelor of
Science and Bachelor of Arts degrees from top
California universities. She previously worked as
an office manager and graphic designer for Haley
& Associates in Newbury Park, California.

Bear Group Adds Staff

John Bedlion

Jennifer Rhymes

Sept06AT036-041.qxp  8/8/2006  8:57 AM  Page 38



39

Atsko Inc., the maker of U-V Killer
and the Sport-Wash liquid soap, has
developed an inexpensive test kit
hunters can use to check their camou-
flage or blaze orange clothing for the
UV brighteners that make it easy for
deer to pick out hunters from a back-
ground of vegetation.

The test kit, which is designed to
retail for under $15, includes a small
bottle of U.V. Killer, cotton swaps, a
packet of Sport-Wash and a key-chain
flashlight that emits light in both the
visible and ultraviolet spectrum.
Complete instructions for testing gar-
ments are included along with the
booklet “How Game Animals See.”

While camo clothing manufactur-
ers have said in the past they’re aware
of the UV issue and take pains to spec-
ify that no brighteners are added to
the base fabric or the dyes they are
printed with, almost all household
detergents include brighteners.
“Manufacturers can do everything
right, but if you take that new camou-
flage home from the store and your
wife washes it in Cheer, you might as
well have gone out and painted with
Day-Glo paint,” said Bruce Ryan.
Ryan, a marketing consultant with the
Whitetail University group, said it’s
also possible that overseas clothing
factories aren’t always as careful as
they should be. “I saw one camo T-
shirt where the body of the shirt was
fine, but the sleeves glowed brightly
under UV light.” 

(Thread used to embroider logos
may also be a problem, ArrowTrade
discovered in checking a few camo
garments in the editor’s closet.)

The liquid UV killer can be
swabbed on a portion of the suspect-
ing clothing to damp down the glow
under a UV light. Fixing the problem
is a two-step process. Atsko’s Michael
Jordan recommends first washing the
garment with Sport-Wash, so it can
loosen and rinse away any brighten-
ers that may be present from prior
washings. Then the  garment should
be sprayed with UV Killer and allowed
to dry. Provided your customer con-
tinues to wash the garment only in
Sport-Wash or another “hunter

friendly” clothing wash, the UV glow
shouldn’t return. An 18 ounce bottle of
UV Killer is enough to treat two sets of
camouflage or blaze orange clothes,
and the same
firm offers two
c o m p a n i o n
products. UV
Block is a string
wax that can kill
the glow present
in some string
materials, while
UV shield can be
painted over
hard goods.

Atsko will
send a free test kit
to any dealer that
responds in writ-
ing to its ad on
page 91 of this
issue. The firm
also sells a hand-
held lamp with a
powerful black
light bulb that’s
p a r t i c u l a r l y
effective for test-
ing clothing for
UV brighteners..

For a free
sample test kit,
retailers can
write: 

Atsko, Inc.
ATTN. Glow Detection Kit
2664 Russell Street
Orangeburg, SC 29115

ATSKO Offers Dealers Free Test Kit

Circle 99 on Response Card

Atsko has introduced a compact test kit (at left) as a way of increasing sales of its UV
Killer and Sport-Wash products.
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Carson Optical swept the pack-
aging category at the 33rd annual
BOLI Awards Dinner this summer.
Judges for the event included Daniel
Luzadder, a Pulitzer winner and
columnist for Travel Weekly;
Christine Tatum, Business reporter
for The Denver Post, who has just
been elected president of the 10,000
member Society of Professional
Journalists; and Jason Antony, the
senior web designer for SeaWorld
and other Anheuser-Busch
Adventure Parks.

T. Walker Lloyd, executive secre-
tary of LIAC, said, “It is a tribute to
their creativity in package design
that afforded Richard Cameron and

the staff at Carson
Optical to be recognized
as extensively as they
have been.”

The advertising and
marketing awards cere-
mony drew a total of
1,156 entrants from the
Long Island area. BOLI
Awards were presented to
the 87 category winners.
Although this is a Long
Island competition, BOLI
statues and Certificates of Excellence
are displayed in 31 states and four
foreign countries.

In the single package category,
Carson received the BOLI for the
package design of the Caribou
binocular. The firm continued to
sweep the category by taking the
remaining gold, silver and bronze
awards for their cutting edge binoc-
ular packaging.  Carson also won the
gold and silver packaging design
awards in the product line category.

Carson Optical maintains a
state-of-the-art packaging design
center in their Hauppauge head-
quarters.  This on-site center affords

the firm the ability to custom design
product packages for both Carson
branded and private label optical
products.  

Carson president and CEO, Rich
Cameron, said, “Package design is
one of the key elements in retail sales
today.  The package is the driving
force that draws the consumer to the
product.  At Carson, that means
quality, value and the best warranty
in the optics industry. The BOLI
awards are customarily dominated
by advertising agencies, so we are
extremely proud to have our in-
house product designs receive this
recognition.”

Carson Optical Wins Packaging Design Award

Circle 120 on Response Card

Mike Wieck Sales of Waupaca, Wisconsin, has hired Josh Byrd of
Phoenixville, Pennsylvania to represent its manufacturers in the territory for-
merly traveled by the late Scott Smith, including the New England and the
northeastern seaboard states, Eastern New York and New Jersey.   

Byrd brings a diverse experience to the job, including a stint in the finan-
cial planning industry, and at Bowhunter’s Discount Warehouse, Deer Valley
Sporting Goods in York, Pennsylvania and Cabela’s in Dundee, Michigan.  

“We are excited to have Josh in the MWS organization,” said Keith Hagen,
VP of National Accounts. “His product and technical knowledge is excellent
as are his business, organizational and people skills. Josh also brings a pas-
sion for archery and the hunt and all the facets that lead to a successful hunt-
ing experience.  Most importantly, I believe he can succeed at helping his
customers be profitable, a skill that is vital in today’s archery market.”

Josh will be officially on board at Mike Wieck Sales in early September.
For the time being he can be reached at (484) 680-2199, and by email at
byrd_joshua@hotmail.com.  

Wieck Hires Eastern Sales Rep
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Bob Eastman has been on the
road this summer thanking retailers
for their support of the Carbon
Express arrow line and getting feed-
back on how the Flint, Michigan-
based brand can improve its prod-
ucts and service. James Hopkins of
Blue Ridge Marketing & Associates
joined the Eastman Outdoors CEO
on a swing through Virginia.

At top right, Eastman and
Hopkins flank retailer Mike Poh of
Pats Sporting Goods in Colonial
Heights, Virginia, in front of the
largest of the “Send it Express” ban-
ners available free of charge to
Carbon Express Platinum Level deal-
ers. (Smaller banners are available
for use inside your range or show-
room.) At right, Glen Harper of
Greentop Sporting Goods in Glen
Allen is another retailer committed
to exclusively stocking the Carbon
Express brand. 

At the Hunt N Shack in
Columbia, Eastman and Hopkins sat
down to talk with Robert Reese.

When Eastman met with Tony
Shifflett of Rangeland he found out
the Ruckersville retailer had found a

way to test Carbon Express shafts on
dozens of deer each fall. We’ll share
his success as a paid hunter in subdi-
visions on the editorial page of this
issue.

Hopkins has his home office in
Denton, North Carolina and is part
of a seven-person group covering the
states of NC, SC, VA, WV, KY, TN, GA,
MS, AL and FL. Reach Carbon
Express by calling (800) 241-4833.
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Wildlife Research Center, one of
the leaders in hunting scents and
human scent elimination products,
promoted long time employee Mike
Griffith to General Manager this
summer. 

Wildlife Research Center began
business in 1983 and Griffith started
working for the Minnesota firm just a
few years after that.  He had a range
of responsibilities that included
sweeping the floor. Griffith contin-
ued working through high school
and as he made his way through col-
lege.  After graduating, Griffith decid-
ed he wanted to stay.  Over 19 years
his responsibilities have expanded to
the point where he was essentially
doing the job of General Manager.

President John Burgeson and Brian Burgeson, the Vice President, are
both very pleased that Griffith has earned the position of General Manager
The brothers noted that outside themselves, Griffith has worked longer for
the firm than any other employee. 

Wildlife Research Names GM

Mike Griffith

Eastman in Touch With Retailers
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